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This Place Branding Strategy Briefing Note Template is designed to efficiently
guide, inform, and persuade political and policy decision-makers on the critical
aspects of place branding initiatives. It balances strategic insight with actionable
steps, enabling swift buy-in and alignment with broader economic, social, and

cultural goals.

e Date:
e Prepared By:
e Subject/Title: [e.g., "Place Branding Strategy for [City/Region] — Key
Recommendations for Policy Integration"]
e For: [Name, Title of Decision-Maker or Politician]
e Issue:
o A concise statement of the issue (e.g., "Lack of cohesive place

branding impacting tourism and investment opportunities").

Purpose

Clearly outline the reason for the briefing and what it aims to achieve.

e Objective:
o Define the primary goal of the note (e.g., to inform about the need
for a place branding strategy, to recommend policy integration, deal

with an unforeseen event, or to seek funding approval).

Background

Provide context for the place branding initiative, including why it is necessary.

e Context:
o Summarize the current state of the place's identity, branding efforts,

and challenges.
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o Mention any past place branding initiatives or external pressures

(e.g., global competition, shifting tourism trends).

o Key Stakeholders:
o ldentify key stakeholders involved, such as local governments,
businesses, tourism boards, residents, and investors.

o Highlight their interests and influence on the place branding

strategy.

Current Status

A concise overview of where the place branding initiative currently stands.

e What's Happening Now:
o Provide a snapshot of any existing branding or marketing efforts and
their effectiveness.
o Mention any ongoing public sector programs or government-led

initiatives relevant to the branding effort.

Key Considerations

Highlight the factors decision-makers must take into account when deciding on a

place branding strategy.

e Opportunities:
o Detail the benefits of implementing a place branding strategy
(e.g., increased tourism, economic development, resident pride).
e Challenges:
o ldentify barriers such as budget constraints, internal resistance,
stakeholder misalignment, or reputational risks.
e Policy and Regulatory Implications:
o Outline any legislative or regulatory factors influencing the place
branding initiative (e.g., environmental regulations, local

development plans).
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Analysis
Provide detailed insights and analysis to guide the decision-making process.
e SWOT Analysis:

o Strengths: What unique assets does the place offer (e.g., heritage,

natural landscapes, infrastructure)?

o Weaknesses: \What are the current limitations (e.g., lack of cohesive

identity, negative perception)?

o Opportunities: What can be leveraged for growth (e.g., untapped

markets, cultural events)?

o Threats: External risks (e.g., competition from other cities, political

instability).
e Perception Analysis:

o Summarize the results of audience perception surveys or studies,
detailing how various groups (residents, tourists, businesses) view

the place.

e Cost-Benefit Overview:

o Provide a financial and social analysis of the potential investment in

place branding, weighing short- and long-term benefits against

costs.

Options & Recommendations

Offer practical, actionable options for the decision-maker, each with pros and
cons. Offer as much detail as is necessary for each of the options, including costs

and timelines, so the reader has a full understanding of the choices.

e Option 1: Full Place Branding Strategy Implementation
o Pros: Potential to increase tourism, attract investment, create civic

pride, and improve global reputation.
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o Cons: High initial investment and long-term commitment required,

potential stakeholder disagreements.

e Option 2: Phased Implementation
o Pros: Lower immediate costs, gradual engagement with
stakeholders, ability to adjust the strategy based on early outcomes.

o Cons: Slower impact, delayed benefits, potential loss of momentum.

e Option 3: Maintain Status Quo

o Pros: No immediate financial investment, avoids potential

controversy.

o Cons: Missed opportunities for growth, declining competitiveness,

potential worsening of the place’s reputation.

e Recommendation:

o Based on the analysis, recommend the best course of action (e.g.,
Option 1- Full Strategy Implementation) and justify the
recommendation by linking it to long-term economic, cultural, or

social goals.

Next Steps

Outline the actions needed to move forward with the recommended option.

e Actions Required:
o ldentify the next steps, such as securing funding, forming a place
branding team, or initiating stakeholder consultations.
¢ Responsibility:
o Name the individuals who are required to engage in the steps
outlined.
e Timeline:

o Provide an estimated timeline for implementation, from initial steps

to full rollout.
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Conclusion

Summarize the key points of the briefing and reiterate the desired outcomes.

e Key Takeaways:
o Recap the need for the place branding strategy, the benefits of

taking action, and the recommended path forward.

e Desired Outcome:
o Clearly state the desired result from the decision-maker, whether it's
approval of the strategy, a directive to proceed with stakeholder
engagement, or funding support. Be sure to identify the costs

associated with inaction!

Appendices (if necessary)

Attach supporting documents, research studies, SWOT analysis charts, perception

surveys, or other relevant material.

Contact Information

e Contact Name:
e Title:

e Email/Phone:
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